There are on the order of one quadrillion (1 followed by 15 zeros) media exposures annually in stores around the world. The question of how those exposures are presently allocated and the current dynamics of in-store media are addressed in this article by examining media exposure in a typical supermarket. Thinking of shoppers in a store as an "audience" in the traditional media sense can introduce some intriguing possibilities. The long tail analogy is apt for shopper marketing in the sense of the small number of products that produce very large unit sales, but there also is a variety of media to attract shoppers' attention in stores, which differ greatly in both exposures and effectiveness. This article points the way to an objective view of this crowded and complex field. 
INTRODUCTION
Walk in to a supermarket and you are confronted with a sensory overload of stimuli. The supermarket is a 360-degree sensory environment with enticing smells, samples to taste, auditory announcements, and most importantly a barrage of visual media from signage, packaging, and display advertisements. This information is nondirected; that is, it is an assault from all sides and, because of the quantity of information to absorb, consumers employ more filtering in the retail environment than for any other media. TNS Magasin data have shown that in a typical 20-minute shopping trip, the shopper only reads 8 to 10 text-type messages. Rather than through words, communication with purchased products is all about color, shape, and iconic images.
In a supermarket, purchasing decisions also take place very quickly-most decisions being made in only a few seconds. Many of these purchasing decisions are not planned in advance; impulse shopping in the supermarket accounts for 40 percent of all money spent (User Interface Engineering, 2001 ; confirmed by TNS Sorensen primary and secondary locations purchase data), and certain categories lend themselves more strongly to impulse buys than others. This presents some interesting research challenges in how to document shoppers' decision-making process and in identifying which in-store media are most effective. Because of the immense amount of visual stimuli, knowing what the consumers pass by as they move around the store or the contents of an aisle are not enough-directed measurement of the field of vision is the only way to accurately assess consumers' behavior, motivations, and perceptions at the point of purchase. This article shares some insights on measuring both the long tail and "the big head" in an in-store media environment.
STUDYING THE STORE
Before detailing how the in-store media was measured, it is useful to provide some background on the factors at play in supermarket shopping. An initial step in considering in-store media is to examine how people move around a supermarket, and thus, which media they are most likely to encounter. In-store research has shown that supermarket shoppers are inefficient in the way they move around the store, and on average spend only 20-30 percent of their time actually acquiring merchandise (Hui, Fader, and Bradlow, 2008) . Instead, they shop the broad perimeter and make short treks into aisles to get what they need, then returning to the perimeter of the store. Shoppers prefer to move counterclockwise around a store and typically speed up their shopping as they get close to the checkout (Hui, Fader, and Bradlow, 2008; Sorensen, 2003) . This may be because the shopper has finished, or when less than the full store has been shopped, this pull to the checkout may cause "early" termination of the trip. Store design comes into play because the stronger the flow toward the front in the centerof-store aisles, the shorter the average shopping trips will be-and the fewer the purchases.
The result of these factors is that the average shopping trip covers only about 25 percent of the store or less (Sorensen, 2003) . In-store media are used to address this, but there is a balance between using media to draw shoppers to visit an area of the store and forcing shoppers to spend longer than they need, which could lead them to choosing to shop elsewhere in future. Supermarkets need to accommodate both those who are on a longer shopping trip and are happy to browse, and those who want to be in and out as quickly as possible.
The speed of shopping is also a significant factor in understanding many aspects of store traffic. Shoppers take a while to choose some products and so should not be crowded or rushed. These products might be something such as soup, where there is a dizzying array of choice, or baby food, where emotional factors are at play (Sorensen, 2003) . Conversely, "quick trip" shoppers spend more of their limited time in-store actually making purchases and are likely to pick up extra items that lend themselves to a quick decision.
LONG TAIL VERSUS BIG HEAD
As shoppers make their way around the supermarket, managing the "long tail" of products available becomes a major factor in a store's success. The phrase "the long 
FIELD OF VISION METHODOLOGY
The data used in this article were produced by asking shoppers to wear a TNS EyeCam™ through a normal, unsupervised shopping trip. The camera is hidden ........................................................................................................................................................................................................................................ .......................................................................................................................................................................................................................................... The data show that for about 25 percent of the shoppers' time in that store, one or another of these media were in their field of vision, most often an endcap or free-standing secondary display. This is no doubt why 40 percent of all purchases, across all stores and categories (on average), come from those secondary displays-nongondola, promotional displays. It is common in the media business to use the terms "exposures" and "impressions" more or less interchangeably. But the reality is that they are two very different things, with an exposure being an objective measure of something that happens in front of the eye, while an impression is a subjective something that happens behind the eye, in the brain. 
